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MODEL CUSTOMER RELATIONSHIP MANAGEMENT 
PERFORMANCE FOR ENTREPRENEUR LOGISTIC SERVICE 








Small and medium enterprises (SMEs) are playing an increasingly important role in 
sustaining economics growth and logistic system in Malaysia.SMEs also play a very crucial 
role in customer relationship as they may serve the roles of customer, distributor, producer 
and supplier. However, adaption of customer relationship in Malaysian SMEs has not been 
full broadly explored.CRMP model for logistic service present the combination of technology 
financial and location strategy. The objective of this study is to investigate customer 
relationship management performance and technology, financial, and location strategy. The 
dimensions for Customer relationship management performance factors are technology, 
financial and location strategy. The populations of this study are customers from a logistic 
service company located in Penang, Selangor and Johor Bharu. Simple random sampling 
method was used to select respondents from the target populations.391 respondents from 
individual that consumed the logistic services answered the questionnaires. Further study 
has important managerial implications as the findings will enable management of SMEs to 
understand progressive and highly varied CRMP practices and contextual factors that 
contribute to the CRMP as well as effective, efficient and innovative implementation. 
Organizations with strong entrepreneurial orientations statistically perform better. They 
achieve higher levels of productivity, innovation, growth and financial returns. 
 




 In distributed supply chain of transportation industry, accurate and transparent 
business to process design plays an important role for success of business. Better process 
design helps in reducing errors, cost and inventory throughout the supply chain. Customer 
Relationship Management Performance (CRMP) is the backbone and heart of effective 
service as well as product delivery through supply chain network (Shah et al 2016). To gain a 
competitive advantage, many organizations are seeking to manage their supply chain 
strategically, but realize that they lack the core competencies and increasingly seeking to 
outsource on their logistics activities (Shah et al 2017). 
 
 Small medium enterprise (SMEs) is acknowledged to provide promise of welfare and 
job creation. Hence, the efforts to boost the performance of logistic SMEs come to a 
challenging question about what determinant variables influence firm performance of logistic 
SMEs in the long term (Richard et al 2015). Previous researcher have confirm that supplier 
relationship management can determine efficient supply chain performance. Furthermore 
have confirmed the important of relationship management in both customer and supplier 
loyalty (Shah et al 2017).Although business growth is the overall end game, customer 
relationship management performance is difficult to achieve.  It challenges traditional 
organizational practices.  Many of the things need to support the core business are just the 
opposite of what need to do and build a new business opportunity. Due to the above 
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argument and justification, this study propose that location, financial and technology strategy 
are the determinant of customer relationship management performance among logistic SMEs 
in Malaysian context. Not many research has been done about customer relationship 
management in logistic service, most of them are on banking, hotel, insurance and other 
intangible service. Logistic service are chosen since they are main contributor and player in 
export and import that involve supply chain management. 
 
1.1 OBJECTIVES OF THE STUDY 
 
The objectives of this study are as follow: 
 
1. To investigate the effect of critical technology strategy on Customer Relationship 
Management Performance of SME’s. 
 
2. To investigate the effect of critical financial strategy on Customer Relationship 
Management Performance of SME’s. 
 
3. To investigate the effect of critical location strategy on Customer Relationship 
Management Performance of SME’s. 
 
 
2.0 CUSTOMER RELATIONSHIP MANAGEMENT PERFORMANCE. 
 
 Researchers believe that CRM performance should be measured in terms of 
customer behaviours intention since customer are underlying source of value for a company 
and have the potential to increase the future revenue streams (Shah et al.,2017). In 
business, competition is sure arise because we are not alone in market who want to earn a 
living prosperity. Some young entrepreneur are accustomed to selling regular products or 
service. The equality of our products with other products only narrows our market (Shah et al 
2018). Many young entrepreneurs, especially those who are buried in their businesses, are 
unable to survive the competition. Therefore, entrepreneurs need to be creative and 
innovative to make their products and service unique and value added. Although the product 
is basically the same, but the added value needs to be available so that the products sold 
can attract customers (Wahab et.al .,2017).Customer loyalty is the key objective of customer 
relationship management and describes the loyalty which is established between a customer 
and companies, persons, products or brands. The individual market segments should be 
targeted in terms of developing customer loyalty (Singh 2015). 
 
2.1 TECHNOLOGY STRATEGY 
 
 To stimulate economic growth, many economic policies focus on support to 
companies of a specific size, generally small and medium enterprises (SMEs), new start-ups, 
and to specific sectors, such as IT and other high-tech industries. Such policies also 
incentivize specific activities, such as R&D and technology innovation, and measure success 
by the number of patents filed and approved(Shah et al 2017). The authors discuss the 
shortcomings of this approach to policy making and propose another based on blue ocean 
strategy. Based on customers’ responses to questions such as evaluate specific aspects of 
their relationship with company, a loyalty profile of customers can be created. Loyalty 
segments categorize customers as loyal, neutral and vulnerable(Ridwan et al.,2014) The 
basis for loyalty segmentation should be sufficiently flexible so that it recognizes and 
accounts for the uniqueness and special challenges of any one business or organization as 
well as the environment in which it competes(Rana,Osman and Othman 2015). And yet must 
also be based on sound, well-tested research principles and validated modelling. Business 
success means having desirable customers who are strongly tied to organization. By 
monitoring the number and percent of customers in the loyal segment and doing what it 
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takes to increase loyal customers while decreasing those who are vulnerable should provide 
the focus of any organization (shah et al.,2018). 
 
2.2 FINANCIAL STRATEGY 
 
 According to Shah et al (2017), in business to customer markets loyalty, it might also 
be possible that customer loyalty results from the fact that switching to another company 
would lead to the company facing economic disadvantages. In this case, loyalty is based on 
financial economic grounds. Communication and engaging with people effectively allows to 
be seen as reliable and will help build trust in what service provider will offer (Shah et al 
2016).  
 
 There are many times in business where to start things but never complete them but 
starting and finishing things are the bookends of reliability. The best way to build reliability 
with customers is to not only start strong but to finish strong as well, rather than fading away 
with a whimper. It is challenging to measure the level of customer loyalty within the 
relationship, which is why companies so often succumb to simply defining loyalty as the 
number of purchases made or a continuing pattern of buy behaviour (Muslimin, Suryadi Hadi 
and Ardiansyah 2015). And asking the customer directly about whether or not they are ‘loyal’ 
does not provide a valid measure. Customers will often say they are loyal simultaneously to 
multiple providers. 
 
 Consequently, the pivotal role of CRM in increasing loyalty of profitable customers is 
of first importance for most of services companies (Kavaliauskienėa et al 2014). Looking at 
this measuring those attitudes as well as behaviours that we know make up this concept of 
loyalty. Some of the important attitudes and behaviours expected of a loyal customer include 
finance. 
 
2.3 LOCATION STRATEGY 
 
 Location is to recommend products and services to others, Location strategy to 
continue purchasing of products and services (Makafui R. Agboyi, David Ackah 
2015).Believing products and services are superior to others offered in the market place, 
Therefore effect of purchasing motivation on intention buy is a significant effect of buying 
motivation on location. This shows that intentions of consumer is influenced by motivation 
purchase directly related to location and together consumer buying interest is influenced by 
location directly (Shah et al 2017). This is in line with number of researchers a dimension 
CRM is expected to reduce the transaction costs by adapting the interaction to the kind of 




3.0 THEORETICAL BACKGROUND FOR THE MODELS 
 
 CRM evolved from business processes such as relationship marketing and the 
increased emphasis on improved customer retention through the effective management of 
customer relationships (Bakar et al,2014) So that, the model below present and support the 
idea of many authors on the important of technology and business process in implementing 
CRM in the organization. 
 


















Figure 1: A CRM implementation model Chen and Popovich (2003)  
 
 As been mention in the previous paragraph, technology is one of the pillars of 
successful CRM. This growing concern in technology anchored in the service economy 
where CRMP implementation   offer multiple opportunities to deal with service characteristics 
like intangibility, inseparability, heterogeneity and perishability (Shah et al.,2018). CRM is 
expected to contribute to existing or new relationships. As services are delivered through 
processes, their use is very often dissociated from the purchasing process. Rather than 
having a transaction for each purchase, the interaction with customers encompasses acts, 
episodes and sequences, the whole process resulting into a relationship. In such systems, 
what matters is the established long-term relationship and consequently the coordinated 
contribution of all interactions to this relationship building, CRM has the potential to facilitate 
the customization of the offerings (Zakaria et al 2014)by gathering and processing available 
information on customers in the purpose of increasing their loyalty. Technology innovations 
will enable the company to respond with timely and effective customized communications, 
and deliver product and service value to individual customers (Shah et al, 2018).So that, the 
current research model proposed a technology, financial and location strategy as the 
determinacy of Customer Relationship Management Performance models for SMEs in 
Malaysia.  The complete models proposed are as follows: 
 


















        Figure 2: Theoretical Framework 
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3.1 HYPOTHESES DEVELOPMENT 
 
 Past research has investigated the role of supplier value in behaviour intention. There 
is a positive relationship between supplier value factor and behaviour intention. Beside on 
intention to repurchase [24], on customer satisfaction [4], and on online purchasing intention 




1. There is a relationship between technology strategy factor and Customer 
Relationship Management Performance. 
 
2. There is a relationship between technology strategy factor and Customer 
Relationship Management Performance. 
 
3. There is a relationship between technology strategy factor and Customer 




 This research is correlational research in nature. Likert Scale Questionnaire survey 
was carried out for this research and distributed to the respondents’ .Population is a target 
groups either the individual person or the customer on the organization.  The target 
population of this pilot test study was thirty customer from Pulau Pinang,Selangor and Johor 
Bharu on x,y and z organization. According to Hair et al (2006), the number of respondents in 
research should be more than forty.  
 
4.0 RESEARCH FINDING 
 
Correlation Analysis 
Mean crmp                            Pearson Correlation 1 
 Sig. (2-tailed)  
 N 391 
MEAN_FINANCE Pearson Correlation .549 
 Sig. (2-tailed) .000 
 N 391 
MEAN_LOCATION                Pearson Correlation .590 
 Sig. (2-tailed) .000 
 N 391 
MEAN_TECHNOLOGY Pearson Correlation .586 
 Sig. (2-tailed) .000 
 N 391 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
Table 1: Correlation Analysis Result 
 
 Referring to table 1 Correlation analysis, correlation factor Customer Relationship 
Management Performance with Financial is 0.549.According to Sekaran (2013) the 
correlation value between predictors variable and dependent variable must below 0.75.That 
mean financial factor is qualify to be predictor to Customer Relationship Management 
Performance .This is the evidence that the item in financial and Customer Relationship 
Management Performance are construct differently.  
 Besides that, Referring to correlation analysis, correlation factor for Customer 
Relationship Management Performance with location is 0.590.According to Sekaran (2013) 
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the correlation value between predictors variable and dependent variable must below 
0.75.That mean location factor is qualify to be predictor to Customer Relationship 
Management Performance. This is the evidence that the item in location and Customer 
Relationship Management Performance are construct differently.  
 
 According to correlation analysis, correlation factor for Customer Relationship 
Management Performance with technology is 0.586.According to Sekaran (2013) the 
correlation value between predictors variable and dependent variable must below 0.75.That 
mean technology factor is qualify to be predictor to Customer Relationship Management 
Performance .This is the evidence that the item in Technology and Customer Relationship 
Management Performance are construct differently. It means that technology strategy is 
correlated with logistic firm performance.  The significant value is 0.000 which is less than 
0.05.  For that reason, there is significant relationship between technology strategy and 
customer relationship management performance which supports the previous study 
conducted by (Shah et al 2016),(Shah et al2017),(Shah et al2018),(Bavarsad et al 
(2013),Zakaria et al (2014),Shafique et al (2015),(Richard et al 2015),Muslimin et al (2015 





 The findings of this research indicated that all of the variables have significantly 
benefited to firm performance.  Thus, this shows that the company needs to do innovations 
from time to time to encourage the growth of firm performance in industry (Shah et al 2017).  
The current understanding of how aggregated Customer relationship management 
performance attitudes are influenced by important business outcomes is limited. Based on 
the evidence to date, we conclude that the Technology – in today’s business marketplace, it 
is essential that a franchisor embrace the tools and systems available to them from a 
technology standpoint. With ever increasing technological capabilities and standards, great 
technology is available at a fraction of the price for most entrepreneur logistic service 
provider. Technology Marketing Systems has an array of partners and referrals for literally 
every element of Customer relationship management preferment related technology (Shah et 
al.,2016). Research efforts directed at further exploring these issues are sorely needed, and 
we believe there is potential for longitudinal research in the area of aggregated Customer 
relationship management performance satisfaction. Future study should define CRMP 
construct from wider and diverse perspectives by encompassing the above dimensions. 
Finally, in terms of theoretical contributions, this study is mainly given to the CRMP field. In 
short, the study includes a more thorough explanation of information sharing, strategic 
supplier partnership, customer relationship, material flow management, corporate culture in 
SMEs’ CRMP practices. Ancient research has explored the role of customer value in 
technology, financial and location. There is a positive relationship between customer 
significance technology, financial, location and customer relationship management 
performance (Shah et al. 2016)(Shah et al 2017)(Shah et al 2018);(Martaleni 2017); 
(Muslimin et al. 2015);(Sanjit Singh 2015); (Kavaliauskienėa et al.2014); (Zuraimi et al. 
2013). The sightings of this research designated that digital economic in technology strategy 
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